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Abstract
When thinking of iconic soccer teams or brands, what comes to mind? Maybe you think
of Barcelona, Chelsea, or Manchester United. Whatever the case may be, what these teams have
in common is a strong brand identity. Building a strong brand identity is an important aspect of
any soccer organization. It can attract sponsors, develop an emotional connection with fans and
other stakeholders, support the association’s strategic objectives, and even reduce marketing
costs (Kucheriavyi 2019; Essec). The benefits of having a strong brand enable a club to have
more time and money to put into other investments like players and coaches. Essentially, a brand,
if done right, is woven into the very DNA of that soccer organization. Drawing from research on
design, branding, and identity, for this project, I will redesign a cohesive and iconic brand
specifically for Cal Poly Men’s Soccer Club.

Background
Soccer at Cal Poly is popular, rich in supportership, and has a cultured history. Almost
everyone has played the game at some level on Cal Poly’s campus making it a “soccer campus”
(Rickards, 2013). There are several components that make up the soccer community at Cal Poly
which makes it fairly dispersed. There are the NCAA Division I teams for both men and women,
the club teams for both men and women, and then there are the intramural teams as well. This
collective of teams in addition to other supporters or fans of the game creates the larger soccer
community at Cal Poly. In a 2013 thesis written by Kevin Mould, two supporter groups, the
Green Army and the Manglers were analyzed and evaluated (Mould, 2013) proving the support

for soccer at Cal Poly. These supporter groups at Cal Poly have interesting stories and are
distinctly different, however, their livelihood has diminished over the years. Despite there no
longer being a strong presence of supporter groups, the community involved with soccer is still
very strong and they show out in numbers. In Fall 2022, there was an “attendance of 10,392
spectators” who showed up to the Blue-Green rivalry game, just short of a sell-out at Spanos
Stadium (Cal Poly, 2022). The Blue-Green rivalry game is the game between Cal Poly San Luis
Obispo, and UCSB, University of California Santa Barabra. This game has its legacy cemented
into the history of both universities as the pinnacle game every year. Although there is a large
supporter base for Cal Poly soccer, there is a lack of a spark to the branding, particularly with the
club team. The current branding for Cal Poly Men’s Soccer Club only occurs on social media
platforms, like Instagram. It does not use a guideline and has not updated its logo in years. As a
member of the Cal Poly Men’s Soccer Club team, and a Graphic Communication student I am
familiar with this soccer landscape and the lack of innovative branding. To capitalize on this
opportunity, for this project, I will leverage and revitalize the larger soccer community at Cal
Poly, focusing to design a cohesive and iconic brand identity for the men’s club team, Cal Poly
Men’s Soccer Club.
Literature Review
The purpose of this literature review is to research methods that will support and aid in
the implementation and design of a cohesive and iconic brand identity for Cal Poly Men’s Soccer
Club. What is design? What is branding? What is identity? To answer these questions and start
engaging in this process of designing a brand identity for the club, it is important to first research
design, branding, and identity and how they are useful in soccer but more specifically how they
relate to Cal Poly Men’s Soccer Club.

1. Design Elements
“Design is an iterative process that seeks to integrate meaning with form” (Wheeler,
2013). According to Alina Wheeler author of several editions of the book, Designing Brand
Identity, design is a process that creates significance or value. The design process considers
various things such as “lines, shapes, colors, typography, texture, and space” (Morales, 2020).
These things constitute the elements of design and are vital in distinguishing what is considered a
design. The logo, for example, of a soccer organization, uses some if not all of the elements of
design. Some logos are more like one-of-a-kind crests and are complex in their designs, typically
to represent a graphic heritage, while others are simpler and more modern, aiming to appeal to a
global and commercial market (Barnes, 2022). The Cal Poly Men’s Soccer Club’s logo, see
Figure 1, is a mix between a crest, badge, and a logo representing the club’s connection to the
school through the use of color and typography. However, the colors and typeface are outdated
and not up to the current 2022 university brand guidelines.
Similar to the logo, soccer uniforms incorporate design elements such as color and
typography. Soccer uniforms vary in style, color, texture, and typography and typically change
regularly. There can be many uniforms for a given year, including but not limited to the home
jersey, the away jersey, and two alternative kits as well, but given the limited resources of Cal
Poly Men’s Soccer Club, the current club team uses old hand-me-down uniforms from the
division one team, dating all the way back to 2016. However, these graphic elements encompass
the club’s brand identity or the tangible touchpoints that define a brand. These designs make the
identity possible and without them, there would be no way for stakeholders to visually connect to

the club, and no way for the club to visually communicate to its audience that the club is a part of
Cal Poly.
Design elements of a soccer club play a major role in the club’s brand identity. Leicester
City Football Club’s iconic color blue for example has shaped the virtual space and physical
surrounding urban architecture, “including the stadium, pubs, retail shops, and neighbourhoods,
where the Leicester City Football Club blue is on display” (Xu, 2019). The color itself, a design
element, distinguishes the club’s history and its brand identity stimulating core memories in its
fans such as winning the Premier League in the 2015-16 season. This case study proves that
color plays an instrumental role in the identity-making of a soccer club. According to Cal Poly’s
current brand guidelines, the school’s primary colors are Poly Green (Hex #154734) and
Mustang Gold (Hex #C69214) (University brand). If Cal Poly Men’s Soccer Club were to
emulate the use of the school’s primary color as a way to connect to the school’s history similar
to Leicester City Football Club, then it would likely see an increase in support, engagement, and
loyalty from the Cal Poly soccer community. Just as Leicester has done with the color blue, the
surrounding architecture at Cal Poly is filled with Green and Gold, so these colors are engrained
into the environment of the students.
2. Applying Design Concepts
Applying the elements of design will be useful and important to help “establish a brand
system” (Morales, 2020). According to Senior User Experience (UX) designer Justin Morales, a
brand system is “a collection of reusable functional elements, components, and colors”. Brand
systems aim to create cohesiveness and help brands stand out amongst competitors. When it
comes to designing a brand identity for Cal Poly Men’s Soccer Club, creating cohesiveness is
crucial. Ideally, the design process would entail the creation of an individual easy-to-use

replication system or brand system where future, past, or present members can collaborate and
create collateral for their designs. For example, if current members wanted to create a flyer for a
specific game or event, applying the design elements from a guideline would greatly reduce the
hassle of choice. It would suggest direction and consistency so that the iconic brand stays
cohesive. Not only would this generate a cohesive design system, but it would help Cal Poly
Men’s Soccer Club stand out. Brand names, logos, colors, uniforms, spokespeople, and other
“brand elements play a major role in helping to distinguish a brand from its competition”
(Reghunathan, & Joseph, J., 2021). Due to there being several moving parts to the Cal Poly
soccer community, including multiple teams, designing a cohesive system would give that
specific team an advantage by improving their recognition on campus and by giving them an
advantage with better aesthetics. This overall design practice of using a system would work
tremendously well if it were implemented for Cal Poly Men’s Soccer Club. Designing from a
better brand system and incorporating a new logo with the branding guidelines, would enable the
club to better position itself as a brand and allow itself to stand out amongst its competitors. The
more appealing the brand the more recognition and awareness the club will gain too.
3. The Design Process
Designing a new brand identity can be complicated, so understanding the design
“meta-process” is crucial. According to researchers Lee and Danko, the meta-analysis method of
design “supports the idea that capturing and analyzing one’s own design activities is the best way
to demonstrate the cognitive process of design knowledge” (Lee, & Danko, 2017). Every design
process is different, but having a better understanding of the process can change the way things
are designed. Using a meta-analysis method, you can track, record, and observe the design
process. There are many benefits to this methodology. Firstly, having a meta-analysis point of

view will allow the designer to view “a holistic, systematic and analytical representation of
[their] timeline” (Lee, & Danko, 2017). Being keen on a designer’s timeline would greatly
benefit both the designer and the client because it would allow the designer flexibility to focus on
things like sketching and gives the client transparency on what was productive in the process.
The meta-analysis method for design has the potential to be an instrumental part of designing for
any soccer organization, because of its quality in discerning “the visual evolution of the design
process” (Lee, & Danko, 2017). When designing for a soccer organization, tracking the progress
is an important part of the process. Allowing the designer to go back and see their progress will
help with iteration. Lee and Danko’s approach focused on the fashion industry, however, we
know that this process of meta-analysis can be applied to other design fields because “design
fields generally share core properties of the design process” (Lee, & Danko, 2017). This means
applying a meta-analysis approach to designing a logo for example for a soccer organization
would be the same for designing in the fashion industry. It would also enable there to be a
crossover between values. Since meta-analyzing the design process allows the observer to
pinpoint areas of the design, the intended values the designer is representing, and the values the
customer wanted to be reflected can be connected.
4. Soccer Branding
Branding as it relates to soccer is used across a myriad of techniques, including the use of
logos, colors, and typeface, through storytelling, and the expression of values, feelings, and
relationships as explained by Dr. Alison Barnes, an expert in Graphic Design from
Loughborough University, in the United Kingdom. Dr. Barnes in the article, Kissing the badge:
Club crests or corporate logos, focuses on “the redesign and use of club crests; the role of
graphic heritage in the design of these; and the different approaches to rebranding in football”

(Barnes, 2022) or soccer, more commonly referred to in the United States. Branding is
established as it originated when cattle ranchers would brand their livestock (Barnes, 2022). This
type of design later transitioned into corporate identity where the focus was on the “development
of a consistent system” through the use of a logo, typeface, and colors (Barnes, 2022), similar to
a brand system. This is the foundation of what we call a brand today. Moving beyond just the
logo, colors, and typeface, a brand began to reflect more intangible things like “values, feelings,
and relationships” (Barnes, 2022). These intangibles are key to understanding how soccer
organizations function as brands: communicating their values, conveying feelings after wins and
losses, and fueling the relationship with their consumers. This explains why a soccer club is
unique because it sometimes acts as a brand, aiming to sell a product, while other times is
anti-brand, not following “the fundamental principles of branding” (Barnes, 2022). This
complexity makes it difficult to understand how soccer organizations operate, but it is important
to acknowledge this point of view that soccer organizations act both as a brand and an anti-brand.
One way soccer clubs act as a brand is through the use of storytelling. As a brand, soccer
clubs utilize storytelling as a way to “build an emotional connection with the audience and a
sense of belonging” maintaining the idea of authenticity (Barnes, 2022). Since soccer clubs are
often defined by their performance on the pitch (their wins and losses), having a successful
history can play into the hands of brands capitalizing on brand loyalty as a source of brand value.
Cal Poly Men’s Soccer Club can use storytelling to reconnect their stakeholders with famous
victories of the past or share former players’ legacies. Clubs can also use storytelling to advertise
future fixtures or upcoming matches. For example, the use of storytelling can build tension in
rivalry games like when Cal Poly plays UCSB. This would also help them position themselves
within their brand. Building a narrative is important for positioning and branding a soccer club.

In understanding the importance of a story and how it connects to the visual identity as well,
some “club crests from previous eras are proactively used to engage fans with the brand”
(Barnes, 2022). Revitalizing old crests is used as a branding technique to garner support from its
most loyal fans because some fans create strong emotional bonds with the club’s symbols and
crests. This means that in soccer a brand manifests itself in several ways, through the use of
visual identity, through the reflection of values, feelings, and relationships, and also with
storytelling.
5. Branding Strategies
In the article, “Sport rebranding: the effect of different degrees of sport logo redesign on
brand attitude and purchase intention”, researchers, Williams and Son discuss brand identities in
relation to sports by researching the degree of importance a logo redesign has on its “influencing
consumers”(Williams, & Son, 2022). The article suggests “the most appropriate rebranding
strategy for sports brands would be (1) maintaining brand colors, (2) utilizing evolutionary
rebranding that carries an inconsiderable logo modification, (3) involving fans in the rebranding
process, and (4) launching the new identity via appropriate marketing channels” (Williams, &
Son, 2022). These strategies should be implemented to support the minimal redesign of a logo
for Cal Poly Men’s Soccer Club, a part of designing a brand identity. These strategies should also
be a warning that a possible redesign with significant color change could result in “unfavorable
attitudes” (Williams, & Son, 2022). Since the researchers of the article explain how “a logo, one
of the critical associations of a brand reflecting the core value of an organization, can
significantly influence consumer attitude toward the brand” (Williams, & Son, 2022), it is always
a risk when redesigning a logo, especially with different colors. Luckily for Cal Poly Men’s
Soccer Club, there are already colors predetermined by the university’s branding guidelines, so

following them should not result in any unfavorable attitudes unless the guidelines are not
followed.
The book, Designing Brand Identity is a more holistic approach for people wanting to
design a brand identity. It offers key definitions of things like brand, branding, and brand identity
and concepts based on those definitions, like brand books and brand briefs. Additionally, it offers
an intuitive process of how to design for brand identity, which is important. Wheeler describes
brand identity as something “tangible and appeals to the senses. You can see it, touch it, hold it,
hear it, watch it move” (Wheeler, 2013). These things that are tangible should be treated as brand
elements and a part of the brand identity. Brand identity, “takes disparate elements and unifies
them into whole systems” (Wheeler, 2013) similar to a unifying force. The brand identity
encompasses all the assets of a brand, which has three main functions, “navigation, reassurance,
and engagement” (Wheeler, 2013). The book includes examples of brands such as The American
Civil Liberties Union (ACLU) that have implemented the brand identity process well, but none
are related to sports or soccer.
This book helps organize ideas, generate concepts, and prepare a redesign process for an
entire brand. Since few articles are related to design and branding in the soccer world, this book
serves to understand better a general sense of designing brand identity. These concepts can be
later applied to the implementation of designing brand identity for Cal Poly Men’s Soccer Club.
6. Identity
Identity, as it relates to soccer branding, is also rarely discussed in literature. However,
researching the identity of supporter groups could offer new insights into how a brand functions
to target its fan base. Identity has been studied in relation to soccer in the case study, “Identity,
scale and soccer supporter groups: the case of the Timbers Army” by authors Jesse Wagner and

Hunter Shobe. In the article, identity is reviewed as it relates to the American experience in the
United States, a country where soccer supporters are just emerging and where “identity is
intrinsically linked to place” (Wagner & Shobe, 2017). This case study is helpful in
understanding how the larger American soccer community feels connected given a shared sense
of place. As found in the case study, Timbers Army often identified with their sense of place on a
local, regional, national, and global scale, but mostly on a local scale. On a local scale, the city of
Portland was highly identified in the group’s visual identity. Similar to San Luis Obispo with Cal
Poly students, a sense of place also has significant identity-making qualities. Since the audience
for soccer at Cal Poly is also linked through a shared university, a sense of collective identity is
likely built from being a part of the university itself. When designing a brand identity, it is
always important to take into account the identity factor. When using branding and design
concepts, reflecting this shared sense of place will be important to establishing a brand identity.
History and heritage play an important role in the identity of a soccer club or
organization. Without the history of soccer clubs, there would be no story about how the club
was built and no way to trace it back to the beginning. This history is important to the identity of
a soccer club because in essence “history molds the club brand perceptions and hence is
considered to be a very important symbol for the brand” (Reghunathan, & Joseph, 2021). The
concept of history is also very important to fans (Barnes, 2022). Fans, who determine band
loyalty, will wear vintage shirts and jerseys to acknowledge the history of some clubs even if it is
just to prove their credentials as a fan. This is created from “nostalgia, which evokes fond
memories, [and] can be a rich source of a brand’s image” (Reghunathan, & Joseph, 2021). The
often nostalgic feeling created from the successful history of a soccer club can be a powerful tool
used for brand image. For example, when Cardiff City “changed their blue shirts to red and

redesigned the club crest” to market to a new audience, fans were upset (Barnes, 2022). It was
obvious that this attempt to drastically shift the identity by upper management in order to reach a
different audience was not welcomed by some of the Cardiff fans since it contradicted Cardiff
City’s history, which had been sporting a blue-bird symbol since 1908 (Barnes, 2022). This
drastic change removed the sense of place that Cardiff City had in relation to its history.
Synthesis/Thesis
Overall, this literature review covers key concepts about the design principles, the design
meta-process, the tangible and intangible qualities that make up a soccer brand, and the
identity-making aspects of a soccer club. The literature review helps set the stage for the
incoming design process and aims to help create an iconic and cohesive brand identity for Cal
Poly Men’s Soccer Club. The research discovered proves that methods to design a brand identity
for a university’s club soccer team are hardly ever discussed in literature. In fact, little is known
about smaller sports brands in general and how they are built over time (Wetzel, H. A., Hattula,
S., Hammerschmidt, M., & van Heerde, H. J., 2018). Most of the articles discussed have to do
with the brands of big-name soccer clubs, like Juventus or Arsenal, but not small university clubs
like Cal Poly Men’s Soccer Club. However, this literature review serves to contextualize what it
means to be a smaller university club soccer team and how to build and create a brand identity
for this kind of club.
How do design, branding, and identity fit into the goals of Cal Poly Men’s Soccer Club,
and will it benefit from a cohesive and iconic brand identity project? Using the methods outlined
in the literature review as an aid, when focusing on the visual branding for Cal Poly Men’s
Soccer Club the final objective should be in mind. If the objective is decided on, then, the design
process can begin by gathering the inspiration and resources needed to design. This will include

mood boards, old or current logos used by the club, and the university’s brand guidelines. To
start the design process, research suggests starting with thumbnail sketches, focusing on which
design elements to incorporate into the design. After exploring the design elements such as
colors, shapes, and typography, then roughly sketch what to design (likely a logo and kit).
Review the completed initial drawings or sketches, using the meta-analysis method. This method
of research suggests that the iteration and reiteration of several logo designs will be easier since
there is a basic understanding of design knowledge. Using design tools such as Adobe Illustrator
help render the sketches into more soluble designs. From there, using a brand brief analyze
which designs could fit the mold for Cal Poly Men’s Soccer Club as a brand, staying true to the
authenticity and not veering far from the cohesiveness the club should maintain. Then, utilizing
the branding methods researched, it is best to organize the most desirable designs into a brand
book or system that would enable the customer to use the assets for reuse. This will be the basis
for the iconic brand identity.
Once complete, organizing the design components, sharing them with stakeholders, and
then discussing what the club brand needs are would be beneficial when reflecting. In a sense,
working backward will help stimulate ideas and help derive value from the process. From there,
designs can be exported into a portfolio to be reviewed by the university or any governing body
that needs to approve the brand logos and merchandise. Only once feedback is received on the
designs then there can be confidence in choosing which final design to use for the project.
Through careful investigation of the concepts used in branding, design, and identity, then
selecting and achieving iconic imagery for Cal Poly Men’s Soccer Club brand identity will be the
easy step towards finalizing the idea into a fully pledged project.

Results
The main goal of this project was to redesign and rebrand Cal Poly Men’s Soccer Club
making it more cohesive and iconic. The results included a revised logo, uniform mockups, and a
brand guideline. I was able to accomplish these three things over the span of a quarter and more.
To begin my design process, I created sketches. These sketches were used to explore color,
shape, naming, and layout; a way to get my ideas onto paper (Figure 2). Then I designed a brand
brief outlining the vision, attributes, similar teams/brands, core purpose, value proposition, and
key stakeholders (Figure 3). This helped build a sense of direction of where I wanted to take the
branding. From there I generated more logo ideations using the Adobe Illustrator software
(Figure 4). As a result, I created logo boards including my favorite ideations and ones that would
fit the brand best (Figure 5). Then, with expert feedback from professors, I was able to land on
the final design (Figure 6). With a completed logo, I was able to make a guideline (Figure 7) and
then moved on to focus on designing uniforms. With the jerseys, I began ideating with different
sponsors, colors, and font styles (Figure 8) until I landed on two final mockups in Adobe
Photoshop (Figure 9, Figure 10).
The logo itself uses the same typeface and color used in Cal Poly’s brand guidelines. The
uniforms use the same colors and typeface as well. The logo redesign did not vastly change in
color or shape from past Cal Poly Soccer Club logos, staying true to the brand and history of the
club. I made sure not to make any bold changes to ensure that the logo and uniform redesigns
were well received by my intended client, Cal Poly Men’s Soccer Club. Despite not receiving
much feedback I had to rely mostly on what I believed worked, which is difficult given the
subjective nature of the project. I did reach out to Cal Poly Men’s Soccer Club for the potential

to use this brand identity concept for their club but did not get any confirmation that the ideas
would actually be implemented.
Conclusion
The overall design process was challenging but the fun part of the project. This is where I
was able to apply my research and graphic communication concepts. The process took around
three weeks to complete and did not follow a linear process. Going back and forth between
mediums: digital and print, made the meta-process confusing. After iterating and reiterating,
making the smallest of adjustments until I found the right one, I began to feel the design phases
were a bit tedious. I found myself bouncing back and forth between designing and researching. I
also would bounce around between the logo and the uniforms, not completely finishing one
before the other. I think this is likely due to the collective cohesiveness I wanted to achieve.
Since the logo and uniform often go hand and hand I wanted to make sure they were connected.
Having multiple tabs open at once allowed me to easily view different versions of my designs
and allowed me to ensure that they fit together as a whole.
Most of the experimental and innovative branding designs focused on the logo and
uniforms, however, there are other opportunities to add even more spark to the branding of the
Cal Poly Men’s Soccer Club. Future rebranding efforts can focus on making a website, making
short videos (TikToks and Reels), and incorporating virtual reality.

Reflection and Recommendations
Adding to the progress made in this project, the rebranding process of changing its logo
would require additional confirmation and approval from Cal Poly’s Marketing and Cal Poly

Club Sports to make sure that the use of the logo does not violate any of Cal Poly’s brand
guidelines. There is an opportunity for other students interested in branding a soccer club to use
this project as inspiration for their own logo redesigns. Since current research is limited on the
topic of designing a brand identity for Cal Poly Men’s Soccer Club, future research should be
done in order to get a better understanding of actually implementing a new brand identity,
particularly for a smaller university’s club soccer team. I would recommend that when designing
a brand identity for Cal Poly Men’s Soccer Club, you first get approval from the organizing body
or bodies in charge. This process may have to be approved by multiple different people in order
to be completed and official. I also recommend that you utilize design software such as the
Adobe Suite to ensure that your designs can be accessed by other designers. Another
recommendation I would have is to involve more stakeholders in the process, as mentioned in the
research “involving the fans in the rebranding process” is important. When designing a brand
identity, especially for a smaller club, having the people closest to the brand involved in the
process would benefit the outcome. When you incorporate and share more about the process,
people will feel more invested in the outcome. So I would suggest involving as many
stakeholders as possible, to ensure every voice is heard no matter how meaningful it is or isn’t to
the end result.
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